'COlour
is so constantly in evidence in our lives that we are inclined to give it almost no conscious attention.' (Guptill, 1980) Colour influences all aspects of our lives, from the food we eat and the clothes we wear to the environment in which we work {Duncker, 1939}. 
INTRODUCTIOÑ
Many researchers around the world are now recognizing the importance of colour in order to reach increasingly sophisticated customers on a deeper level (Benson et aI, 1999) . From the careful observation that 'emotions can be stirred by colour' (Tucker, \987) to the more dramatic claim that 'whoever controls colour, controls the world' (Woodhuysen, 1994) , it has been argued that 'when colour has a specific, predetermined function that acts to support the overall strategy, your marketing effort can do all you've designed it to do.' (Geboy, \996)
An understanding of colour and the factors influencing colour decisions is therefore important for those making decisions about colour.
FACTORS INFLUENCING COLOUR DECISIONS
The reasons as to why people choose the colours that they do are complex and depend on a mix of various factors.
These factors playa significant part in management decisions relating to colour choice, and the adoption by the buying public of certain colours as fashionable. However, for the buying public to be able to adopt any product or style the product or style must be available and advertised as such. What is available on the high street is the result of a series of exercises in selection:
• selection by manufacturers as to what initial design ideas to pursue through to a finished product at every stage -yarns, fabrics, garments and other textile products
• selection by retailers as to what items to include in their product ranges.
What the consumer ultimately decides to purchase is influenced by further selection exercises:
• further selection by retailers as to what products and styles within their ranges warrant special attention and promotion through in-store promotions and window displays
• selection by the media, press and television as to what will be promoted both formally through specific directional articles and programmes and informally through articles and programmes where products are seen to be used by those taking part
• finally there is of course selection by the consumers themselves.
The factors leading to the decision to purchase one item in preference to another include availability, affordability, desire and need. These factors themselves are influenced by other factors such as technology, geography, income, status and culture.
To try to make sense of all the factors influencing product choice, these can be grouped into six categories.
[t should be noted that these are often interlinked and colour. If they were to come to work in bright coloured suits, they would be perceived as frivolous and it is unlikely they would be given business. Colours can therefore symbolize values.
Different psycho]ogical types show distinct seasonal colour preferences (Radeloff, 1991) . Personality characteristics have also been shown to influence colour preferences, for example extraverts prefer warm colours and introverts prefer cooler colours (Eysenck, 1941) .
A study of the colour preferences of older people (Sharpe, 1974) . 90 people aged 65 to 89, indicated that they prefer bright primary, secondary and tertiary colours to the pale pastels. Thus, those who paint every institutional wall in drab or pastel colours are quite mistaken in their belief that older people like these 'restful' colours. Misguided clothing manufacturers also invariably make dresses for mature ladies in sombre neutrals and pastels. This is
ECONOMIC AND POLITICAL
Factors that come into this category include technology, production and distribution of goods, consumer demand, income and price. Colour has to be available, affordable and accessible. Historical and political events can have an affect on colours for apparel, for example the preference for dark sombre colours for clothing during a recession.
In years past, as people climbed up the social ladder or made money and achieved a higher status, they tended more and more to select pastels. One could thus conclude that with opportunity and advantage, a person's life was not so restricted and did not depend on immediate environmental stimuli. However, the shade and brightness of colours no longer distinguish social groups (Sharpe, 1974 (Wright, 1998) . Pink has a calming effect on stressed individuals and every theatre has a green room to help achieve a calm and relaxing atmosphere.
When a person approaches, the first thing that is noticed is the hue of their clothes. The nearer the wearer comes, the more space this hue occupies in the viewer's visual field and the greater the effect on their nervous system (Bruce and Green, 1990) . Colours with a lower chroma value have a less intense effect on people.
Physical taste too can be affected by colour. Swiss research has shown that the same strength of coffee served in brown, yellow and red mugs was perceived to be different (Porter, 1990) . In the brown mug the coffee was consistently recorded to be too strong, in the yellow mug too weak while in the red mug the coffee was considered to be just right.
Different climates, temperature changes and geographical location can also have an influence on colour.
The way colour is perceived is dependent on the light under which it is viewed and individual colours are perceived differently depending on the surrounding colours. A bright orange shirt worn under a sunny sky in a lush Caribbean garden is perceived quite differently to the same shirt worn on a grey rainy day amongst the grey of city streets.
Small colour deviations can make a decisive difference to the psychological impact of a colour. For example, research indicates that dark-eyed people are much more sensitive to colour than light-eyed people. Itten (1961) reports that light blond types with blue eyes and a pink complexion usually prefer the very pure colours. People with black hair, dark skin and brownish-black eyes prefer to mix the pure colours with black (Wright, 1998) .
others, and to communicate by means of symbols. Colour can also be considered as serving these basic functions.
Colour clearly has an affect on how we feel and can be Colour is even used to describe emotion, with people being described as being green with envy or as seeing red.
The use of colour in this way gives some idea of colour's abstract force. It is therefore of no surprise that colour has come to dominate many industries. The textiles and clothing industry is certainly no exception. Research work carried out by yarn and textile manufacturers, fibre producers, retail groups and trade fair organizers consistently shows that the first response by a customer, whether textile buyer or retail shopper, is to colour (Sharpe, 1974) .
All consumers are influenced to some degree by fashion trends: this is due to the fact that the colours available in the stores are already limited, the result of the intensive process of selection referred to earlier. It is estimated that the human eye can distinguish over one million colours and clearly it would currently be impossible to offer this degree of colour choice in any product. This limitation in availability of colour to a range of 'fashionable' colours inevitably restricts consumers' choices. Few people realize the extent to which these 'fashionable' colours result from deliberate choices made by industry specialists, in a process known as colour forecasting.
FUNCTIONS OF CLOTHING AND COLOUR
Colour forecasting is the selection ofranges of colours .,.. that are deemed as those that will be wanted for a particular Clothing has been said to serve four basic functions: to product/market at a particular time in the future. Many protect the body, to exalt the ego, to arouse emotions in colour forecasts are specific to specific product ranges, Designers can find themselves working on a product range anywhere from six months to two and a half years ahead of season.
If we consider the fabrics and fashions for any retail season, the designers who styled the garments would have been working on them 7 to 12 months before, the fabric designers would have been working on their ranges 12 to 15 months before, the yarn designers 18 to 20 months before and the colourists approximately 24 to 25 months before. 
DESIGN INTELLIGENCE
Design Intelligence is a London-based design service. Using similar methods to the ICA they forecast colour, yarn, fabric and design trends for their customers. They cater for an international market and publish forecasts every six months.
P AGE
The success of Design Intelligence lies in the fact that the service is applicable to all types of manufacturer, whether large or small (Benson et ai, 1999) The services offered are costly but they supply detailed and relevant information that can give their customers a competitive edge.
CARLIN INTERNATIONAL
Carlin International is a Paris-based colour-forecasting company. Their publications carry similar information and are comparable in cost to those produced by Design
Intelligence. The colour forecast books from Carlin
International are available] 6 months ahead of a season.
INFORMATION GENERATED BY TRADE SHOWS
Colour forecasts for trade shows are devised on the same basis as colour forecasting publications although these tend to cater for the requirements of buyers rather than designers.
The forecasts shown at trade shows generally act as a form of confirmation for the colours predicted by colour consultants and colour prediction publishing companies earlier in the season. This is perhaps unsurprising as the trade shows are working with the same information as companies such as ICA and indeed will often have access to ICA and other publications. With the exception of Premiere Vision, the textile supply chain dictates the order in which shows take place. The first shows are the yarn shows, followed by fabric shows through to garment shows. The following section highlights some of the key trade shows in the industry. 
these eonsultancies carried out more research into consumers' colour preferences, it would provide a more powerful service for their customers. The final result is colour forecasting that is multinational and consequently extremely marketable.
INFORMATION FROM TRADE PUBLICATIONS
For many companies, trade magazines carrying features on trend information from shows are an important source of trend information. These reports come at a much later stage than initial colour forecasts, however they are an important and cheap method of confirmation of colour ideas.
Although these sources provide colour selection guidance for companies at a cheaper rate, the palettes shown are usually still very general with limited relevance for very specific market areas.
It is clear when considering the information sources available with regard to colour forecasting that designers and buyers are influenced by and have access to similar information. It is perhaps hardly surprising then that there Trade seminars attract representatives from the retail the industry is increasing. Companies need to react to this sector and delegates from other sectors of the textile by introducing some strategy within their colour selection industry including fibre producers and yarn, fabric and process that takes into account consumers' tastes.
garment manufacturers. Presentations concerning colour
Research has shown that a fashion buyer's personal and styling trends are highly detailed and provide a reliable colour preferences influence the colours used in their range basis for each season's range. Offered as a service to the (Wright, 1998) . This means that a company must either of past sales and by using focusing groups to try to identify stores are getting increasingly involved in charity work and lifestyles and directions. fundraising.' [Shah, 1992) , 1999) . Today, designers are companies do not even use designers to make their colour working for a world bursting with social, political and decisions. One mail order company, whose colour selection ecological changes. After the conspicuous consumption of process was studied in some detail, uses their buyers for the the 1980s, key issues for the consumer have been based on ultimate colour selections within the organization. While traditional values such as authenticity, quality, commitment this could be seen as a disadvantage, as design is only and service. Individuals now seek more control over their one aspect of the buyers' role, it does, however, eliminate lives, greater value to what they do and more personal the problems associated with buyers misinterpreting the freedom. Today's consumers are less motivated by money designers' forecasts. Garment manufacturers may use colour and material possessions, the status symbols of the 1990s. consultants; this is often to provide reassurance that initial Today's consumer has become more confident, discerning in-house colour selections are right. Designers particularly and able to make their own judgements and individual report that specific forecasting publications are of great decisions concerning fashion messages through the media help. However, with the exception of fibre producers, an (Barker, 1998) . overwhelming number of companies do not use them ' We are no longer trying to attract attention so we have [Shah, 1992) . Many companies perceive the costs of such a different idea of status. Today luxuries are for yourself publications as being too high and so many designers have and not just for the outside world. It is more about to find alternative information sources such as trend articles expressing their values for themselves.' (Barker, 1998) in the trade press. For many organizations such articles 'We are entering a period of new ethic awareness. The come too late.
consumer is going to look at a company he is buying from Evidence exists to show that many companies in the UK and ask 'Is this an honest company? Does it make quality textile industry use more than one source of inspiration for merchandise? Is it charging me a fair and honest price for colour forecasting at anyone time [Kirby, 1994) . Increasing what I am buying?' It is not for nothing that more retail inputs reduces the chance of getting the wrong shade, leading to higher prospective profit. Many companies feel that it is important to spend a great deal of time on colour forecasting, but we found that very few companies feel that it is necessary to spend large sums of money on colour forecasting.
While designers are often responsible for selecting colour ranges, this is usually in collaboration with buyers and others who can input additional information and give reassurance that the direction being followed is the right one. Colour forecasting in apparel is reported as becoming more vital for international marketing (Benson et aI, 1999) .
Exports playa significant role in the economies of most countries, therefore the industry must be constantly informed of developments abroad. Colour allows companies to establish a national identity in international markets. Figure 2 shows the process of colour decision-making for a UK mail order eompany. This is a fairly typical pattern although there is a wide variety in the way organizations do select colour palettes.
The mail order company studied subscribes to Design Intelligence, however the information received is on style forecasting, rather than colour forecasting. The Head Buyer attends Premiere Vision to analyse the colour and style trends. The information is then fed back to the buying team and previous sales. The initial meeting is regarded as an also gather substantial information on colour trends, and idea generating session with buyers then conducting these will hopefully confirm the colour palettes that the comparative shopping trips in locations such as New York, buyers have produced. Figure 3 highlights the main sources Paris, Milan and London to see what is being shown as of inspiration that are available to buyers to assist them in fashion there, depending on their particular range. producing their colour palettes.
The main colour palettes for the season are presented Recent developments in the electronic transmission of by the Head Buyer at a second meeting. This usually covers precise colour specifications (Gulton et aI, 1996) have a range of classic, fashion and neutral colours. Garment been reported. Rapid and accurate colour communication manufacturers suggest colour palettes that they think will is potentially regarded as a key contribution to improving work for the forthcoming season. The garment manufacturers the process of colour forecasting, and its wider use.
The mail order company studied did not consider colour management to be a high enough priority to justify substantial investment in colour forecasting services. It also carried out limited consumer research, Given the importance of getting colour right this is surprising particularly when it is considered that mail order companies only produced ranges twice a year while fashions can change every six to eight weeks. Also there are limitations on the colours as to what they buy and selection by the consumer as to what they actually purchase. The fashion press also select what they will show and promote, and it should never be underestimated how important a role the press play in spreading particular styles.
The majority of designers work under quite considerable constraints. Certainly in the mass market they are often trying to produce designs which correspond to already that can be reproduced in a catalogue, due to problems associated with photographing certain colours. If a garment is not reproduced accurately in the catalogue, this may result in high return rates.
identified trends.
Ideas produced by designers undergo a ruthless process of selection by the designers themselves and within the producing company. The aim is to identify those designs most likely to be successful, that is, those that correspond
DEVELOPMENT OF A STRATEGIC FRAMEWORK
•• most closely to the anticipated fashion as well as working within production and cost constraints.
The key for anyone making colour decisions is to be as fashion is essential to help recognize those that are likely to forecasting services for their respective fibres as do the influence future fashion. The media -television, radio and synthetic fibre producers. The yarn spinners advise their the press -and theatre and cinema have a great influence customers -the fabric manufacturers -on the trends as on the buying public. In particular television and the they see them, the fabric manufacturers in their turn cinema have a great deal to do with the acceptance of new advise their customers, the garment manufacturers styles by consumers. James Dean in the film Rebel Without and so on.
a Cause wore a white tee-shirt and denim jeans, setting a At every stage in the process involved in producing fashion that was to become a classic.
textile products there are trade shows where there is the
An awareness of what is happening in the world of cinema opportunity to see the forecasted directions from a wide and television is also required. Who are the personalities in spectrum of sources. Trends are edited and refined at each the news? In thcir timc Elvis Presley, the Beatlcs and Jackie stage of thc manufacturing process.
Kennedy have all had a tremendous influence on fashions.
It can be seen that many influences must be taken The marketing mix 'product' incorporates colour, however, considering the importance of colour to the success of a product, it may be useful to separate these two variables.
Companies need to develop a formal strategy for colour selection at all stages of the supply chain to ensure that the customers' needs and wants are satisfied to the best of the companies' abilities. This article gives some basic information to help companies develop a suitable framework for their particular markets.
Colour forecasters provide colour choice for a season, but the final decision lies with the buyers. Buyers tend to be market led, and it was felt that this makes them rather conservative in their selection and lack of innovation on the high street and in mail order catalogues may be a reflection of this (Sander, 1998) . Few manufacturers or retailers want to move away from the mainstream and take risks, although moving away from the mainstream and developing different colour palettes for their particular market may help to reduce risks in the long run and increase sales, market share and profit.
The element of consumer taste in colour selection should not be based on beliefs but on knowledge based on empirical observation and analysis of consumer tastes.
Although taste is a complex phenomenon this can be done.
But is has to be remembered that reflexivity, the opening to question of the designer's own concepts of taste, is a fundamental issue in the selection process where customer taste is taken into consideration.
The aspects of taste and the critical, reflective and iterative way of proceeding described in this article should aid companies to develop a framework for the analysis and synthesis of consumer taste in the process of colour selection. 
